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Nowadays we are facing information explosion in Internet world. For each 
network user, how to maximize the gets from information searching, and to minimize 
the costs of information searching, was the problem that internet users must face. In 
the field of E-commerce, information filtering is especially important. Due to the 
limitation of  the internet itself, there is an information asymmetry between 
consumers and vendors. On the one hand, consumers do not know how much 
products to select in a particular field and on the other hand they can’t be perceived 
product entity, not from the visual and tactile. As a result, consumers is facing a huge 
risk when purchasing products on the net. In order to solve the problem of low 
efficiency, online recommendation system came. 
However, not all of the recommendation system can be recognized by consumer. 
Previous studies have focused on the single dimension of the recommendation system, 
only recommendation system interface design, response time, quality and other 
aspects. To the study that recommend an acceptable level of system users products, 
very little to the product itself, product raw manufacturers to be the level of trust and 
recommendation system linked to verify the interaction between the effects. 
In this study, with the help the experimental method, we find that there are 
interaction effects between manufacturers trust and influence consumer acceptance of 
Products. This interaction effect is also regulated by the type of product.  
The whole paper is divided into five chapters. First chapter introduces the 
research background of this study, significance, research methods and thesis 
framework. The second chapter is the literature review section on the network 
principle of the studies reviewed. The third chapter is the proposed research model 
and related assumptions. The forth chapter is part of data processing and analysis, and 
test hypotheses. The fifth chapter is the conclusions and recommendations, discuss the 
main conclusions for this study. Based on these conclusions, but also pointed out the 
limitations of this paper and future research prospects. 
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